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Another	challenge	is	confronting	the	extreme	trepidation	of	corporate	actors	that	the	field	research	will	result	in	negative	publicity	for	them.	This	is	not	just	some	paranoid	whim	on	their	part.	As	essential	and	protected	as	reputation	may	be	for	individuals	in	traditional	societies,	the	need	to	protect	corporate	reputation	is	enormous	in	contemporary	times.	The	slightest	negative	rumor	promulgated	on	social	media	can	mean	economic	disaster	for	the	business	and	its	executives.	For	this	reason,	if	the	anthropologist	is	to	be	supported,	at	the	very	least	an	ironclad	guarantee	of	anonymity	is	frequently—perhaps	always—a	crucial	part	of	an	agreement	to	allow	the	research	to	go	forward.	This	study	is	exemplary	of	this	requirement.	Not	even	the	country	of	origin	of	the	organization	working	in	Zambia	could	be	identified	more	precisely	than	that	it	was	“European.”		Even	if	the	ethnographer	believes	that	his	or	her	narrative	or	conclusions	are	utterly	neutral,	the	organization	under	study	may	be	disappointed	at	the	research	results.	Companies	are	nearly	always	oriented	toward	presenting	a	ruthlessly	positive	face	to	the	public—any	public,	even	researchers	who	believe	their	conclusions	to	be	neutral	are	sometimes	surprised	when	their	research	hosts	are	upset,	either	that	something	they	said	could	be	seen	as	less	than	positive,	or	that	they	have	not	included	enough	positive	material,	as	in	this	study.		If	the	conclusions	are	negative,	there	can	be	very	unpleasant	repercussions.	Anthropologist	Dominique	Desjeux,	who	has	a	long	history	of	dealing	with	organizations	working	in	rural	Africa,	writes	that	after	long	experience	he:		learnt	to	deal	with	the	tension	created	by	my	report	with	the	organisation	in	charge	of	distributing	agricultural	rice-producing	technologies	to	the	villages	of	the	High	Plateaux	in	Madagascar.	The	company	did	not	greatly	appreciate	its	actions	being	denounced―something	which	I	can	understand	now	better	than	I	did	at	the	time!	.	.	.	I	was	later	to	have	other	tensions	with	other	clients	which	I	would	learn	to	deal	with	better.	(Desjeux	2016:	67)	Finally,	there	are	questions	of	proprietary	information	that	have	been	the	subject	of	endless	discussion	among	anthropologists	working	in	business	and	industry.	The	American	Anthropological	Association	Code	of	Ethics	specifies	that	research	should	be	disseminated,	but	that	privacy	concerns	should	be	respected.	Proprietary	information	is	a	matter	of	perspective	to	be	negotiated	between	the	researcher	and	sponsor.	The	Code	of	Ethics	states:		In	all	dealings	with	employers,	persons	hired	to	pursue	anthropological	research	or	apply	anthropological	knowledge	should	be	honest	about	their	qualifications,	capabilities,	and	aims.	Prior	to	making	any	professional	commitments,	they	must	review	the	purposes	of	prospective	employers,	taking	into	consideration	
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the	employer's	past	activities	and	future	goals.	(American	Anthropological	Association	1998:	Section	5.2)	A	fascinating	study	such	as	the	current	investigation	of	agribusiness	in	Zambia	raises	all	these	issues	and	more.	It	is	through	challenging	fieldwork	situations	such	as	this	that	methodology	in	business	anthropology	will	continue	to	grow	and	develop	as	anthropological	researchers	accrue	experience	in	negotiating	these	relatively	uncharted	waters.			
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